This study aims to examine what influence travelers' adoption of online reviews, and whether the online reviews will influence their travel planning decisions.
Introduction
Information is the bedrock upon which tourism is built, and the role of information technology has long been recognized within the tourism academy (Capriello et al., 2013; Vallespín et al., 2017) . One of the most important consequences of the development of the Internet in the context of tourism information provision is the widespread appeal of electronic word-of-mouth (eWOM), which is stimulated by the popularity of social network websites and mobile applications (Capriello et al., 2013; Gvili and Levy, 2016) . Word-of-mouth (WOM) has long been considered as a vital external information source for travel-related product purchases and decision-making. In contrast to offline WOM, eWOM provides a persistent public record online so that the information is not ephemeral but leaves a permanent record (Yang et al., 2012) . The emergence of eWOM in the travel and hospitality industry has seen a growth in the popularity of travel portals such as tripadvisor.com and ctrip.com. As third-party opinion platforms, they have amassed a wealth of travel information, and have established themselves as important avenues for eWOM by allowing users to interact and provide reviews on restaurants, hotels, or local tourist attractions. The fast-spreading popularity of eWOM in tourism has resulted in increasing interest in research in this area.
The early stage of eWOM research in tourism was more focused on how eWOM has become the main source of information for travelers when making travel plans (Gretzel and Yoo, 2008; Litvin et al., 2008; Vermeulen and Seegers, 2009 ). This was followed by studies on eWOM-related consumer behavior (Casaló et al., 2010) . The most recent research has become more in-depth and more diverse. Generally, these studies can be divided into four types: research focused on the senders' perspective; tourism managers' perspective; eWOM third parties' (such as TripAdvisor) point of view; and finally research from the eWOM users' point of view.
The paper focuses on the fourth type which is eWOM from the adopters'/users' perspective. Papathanassis and Knolle (2011) and Ayeh et al. (2013) all aimed to develop conceptual models in order to test different variables in eWOM that affect travelers' travel decisions. Whilst these studies have made important steps forward in our understanding of the influence of eWOM on travel decision making, there is much further development of both theoretical and empirical based models required to gain a deeper appreciation of the nature and extent of this influence. For example, these models and the various constructs did not explain what kind of review information might be adopted in travel planning. Additionally, categorical dimensions like gender and time spent on online reviews may present important relevance as to how review of information is assessed in travel planning. Thus, we still have little knowledge about which aspects of information credibility or argument quality within eWOM reviews influence the usefulness of eWOM reviews. In addition, there are few studies that have examined whether the adoption of eWOM information will lead to the integration of eWOM in actual travel planning. These questions provided the impetus for this study, which aims to bridge this gap in the existing literature. Previous information systems' acceptance studies have applied various theories such as the theory of planned behavior, innovation diffusion theory, and other motivation theories. Among these theories, the technology acceptance model (TAM) (Davis, 1989) is the most prevalent and preferred model among them (Lin, 2007; Venkatesh and Speier, 1999) . However, given the discrete nature of online reviews in tourism sectors as well as the high involving task of travel planning, TAM might not offer sufficient understanding of users' attitudes and intentions. Thus, researchers in the past often extended TAM to get a better understanding of consumers' decisions in their adoption of information systems. One good example is the Information Adoption Model by Sussman and Siegal (2003) which integrates TAM with the ELM model. In their information adoption model, they argued that by integrating TAM with the ELM, it is suggested that the argument quality and credibility of a message will be an important antecedent of usefulness (Sussman and Siegal, 2003) . Following the similar path, the theoretical basis of this study integrates TAM (Davis, 1989) , ELM (Petty and Cacioppo, 1986; Petty et al., 1983 ) and the Information Adoption Model (Sussman and Siegal, 2003) . It is through this more holistic approach that a fuller appreciation of the subtleties of eWOM adoption and usefulness can be gleaned. This study primarily looked at the consumption of online information of the Chinese tourists due to their high online adoption rate. Chinese users tend to use online information to assess the service quality, satisfaction and experiences of holiday trips, accommodations, site attractions, travel activities and dining via reviews (Yang et. al, 2015) . These information-adoption behavior spans from domestic to international travels. We believe that the sample from this population will provide reasonable evidence to explain tourists' acceptance of online reviews in travel decisions.
Theoretical background and research hypotheses

eWOM
WOM refers to interpersonal communications among consumers concerning their personal experiences and evaluations of a firm or a product (Richins, 1983) . Consumers tend to rely on WOM to reduce the level of perceived risk and uncertainty (Klein, 1998) . In the Internet era, the effects and distribution of WOM have been further enhanced since personal recommendations are made massively available on an impersonal basis ). Yet, the impersonal nature of the information provided does not appear to have impacted negatively on its potential use by others in the tourism domain. eWOM is defined by Hennig-Thurau et al. (2004) as any type of positive or negative comment or statement by potential, former, or current customers about a product, service or company, which is made available to all users via the Internet. eWOM has become very popular in recent years due to the increasing number of contributors as well as the rise of mobile platforms for social media applications (Lu et al., 2013; Lee, 2007) . EWOM has also had a significant impact on the travel industry. It is considered as an important information source influencing tourists' travel intention and choice of destination (Grewal et al., 2003; Soderlund and Rosengren, 2007) . TripAdvisor.com reported that each year hundreds of millions of potential visitors consult online reviews (Tripadvisor.com, 2011) . EWOM is a form of online user-generated content (UGC), which enables users to share interesting or unique experiences (Tsao et al., 2015; Kwon et al., 2017) . Notwithstanding the potential for bias, this free information assists readers to understand new destinations, activities, and sensitive topics (Grewal et al., 2003; Soderlund and Rosengren, 2007) . Gretzel and Yoo (2008) further found that readers often find online reviews provided by other travelers are more up-to-date, enjoyable, and reliable than information provided by travel service providers.
Although the importance of eWOM in influencing travelers' decision-making is recognized, research on how and why travelers adopt review contents in travel planning is limited (Chong and Ngai, 2013) . One relevant study is by Ayeh et al. (2013) , who examined various factors such as perceived enjoyment, attitudes, perceived usefulness, examining how they influence consumers' decisions to plan trips based on eWOM. However, their study chose to focus on consumer-generated information, rather than review contents. Their constructs include enjoyment, ease of use, similarity of interest, trustworthiness, attitude and intention, which do not cover any variables evaluating the quality of review contents. It is important to understand what influences the adoption of eWOM information in the context of travel planning, and whether the adoption of the information will influence the travel planning decisions remain sparse. Furthermore, there is little examination into the specific measurements of eWOM argument quality and credibility, and how these affect the usefulness of review information. Despite the popularity of eWOM, our current understanding of how travelers process eWOM reviews are still limited (Xie and Boush, 2011) .
TAM
Technology adoption theories have focused on understanding how people decide to accept a new technology for the first time. One of the most popular and influential technology adoption models is the TAM (Teo et al., 2007; Muk and Chung, 2014) . TAM has been examined in various information system models such as e-commerce, mobile commerce and social media tools (Chong et al., 2012) . TAM is predicated on the notion that perceived ease of use and perceived usefulness are two key variables that can capture all the relevant beliefs in the information systems usage context (Davis, 1989) . Despite its popularity, TAM has been criticized for being too simplistic in its efforts to understand users' motivations in adopting technology. In particular, one view of TAM is that it has now been studied so extensively that researchers now believe that there is almost no denying the fact that perceived usefulness and perceived ease of use both have an important influence on users' decisions to adopt information technology (Benbasat and Barki, 2007) . Despite these criticisms, TAM remains a good theoretical based model for users to build their research model on due to its simplicity and its relevance in different types of information systems adoption studies, and indeed in its widespread acceptance amongst researcher communities. Models such as TAM2 (Gefen et al., 2003) , TAM3 (Venkatesh and Bala, 2008) , Unified Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003) and UTAUT2 (Venkatesh et al., 2012) have all been developed and using the theoretical foundations of TAM.
Perceived usefulness is the degree to which the users believe that the information system will enhance his or her work. Perceived ease of use is the degree to which users believe that using the information system will be free from effort (Davis, 1989) . Past studies have confirmed the importance of these two variables in the context of technology adoption in the hospitality and tourism industry (Ayeh et al., 2013; Oh et al., 2013; Casaló et al., 2010 ). In the current study, perceived usefulness is the belief of users that the review information in eWOM is helpful in their travel planning. Perceived ease of use is the belief that eWOM review information requires minimum effort for them to use and understand. For example, in eWOM for travel planning, there are rating scores or stars, the number of 'likes' on the reviews, etc., and users may need to understand what they mean. Similar to the original TAM model, we also proposed that if the eWOM information were easy to use and understand, potential travelers would find it more useful. As such, perceived usefulness also has a mediating effect on perceived ease of use and the adoption of information. Based on the discussions, the following hypotheses are proposed: 
Information Adoption Model
TAM has also been applied in understanding how users adopt information. Information adoption is a process in which users engage in using information (Sussman and Siegal, 2003) . These authors integrated TAM with the ELM to develop the information adoption model to understand how users adopt information. We used both seemingly disparate models to address the phenomenon in how users adopt information. Using this approach, we explore how the implicit assumptions of ELM from the eWOM perspective complement TAM from an information adoption perspective (Mayer and Sparrowe, 2013) . The synthesis of ELM and TAM begins with ELM stating that users' perceived usefulness of the information is influenced by the eWOM's argument quality and credibility. Although the information adoption model is able to explain why users adopt information, questions as to what aspects of eWOM credibility and the quality of the argument have not previously been investigated. Therefore, TAM addresses this with its dimensions on information adoption and intention to use eWOM for travel planning. Both the ELM and information adoption model have been shown to be effective in predicting information adoption in the information systems field (Cheung et al., 2008; ). Yet, their applications in tourism are rare. The next section provides an overview and definitions of eWOM argument quality and credibility.
eWOM argument quality and credibility
According to the ELM, either a central or peripheral route can influence an individual's attitudes. An individual taking the central route will think critically about issues that are related to the arguments and scrutinize the quality of the arguments before forming an attitude about a particular product or advertisement (Sher and Lee, 2009; Owusu et al., 2016; Zhou, 2017) . Thus, the ELM argues that when a consumer is able and willing to "cognitively elaborate on a persuasive communication, the quality of the arguments contained within the communication will determine the degree of informational influence" (Sussman and Siegal, 2003) . Social psychology research has supported the view that the quality of argument in a message has a greater influence on persuasion (Petty et al., 1983) .
On the other hand, an individual taking the peripheral route is likely to be influenced by the informational indicators as opposed to the review content (Sussman and Siegal, 2003) . Thus, an individual, who takes the peripheral route, when deciding on whether he or she accepts a given message, will rely on the environmental cues of the message instead of scrutinizing the eWOM argument. Similar to Sussman and Siegal's (2003) Information Adoption Model, the argument quality of the eWOM is considered as a central influence while the eWOM credibility is considered as a peripheral influence. According to the ELM and the Information Adoption Model, eWOM's argument quality and credibility have a strong influence on the adoption of review information (Chan and Ngai, 2011; Cheung et al., 2008; Cheung et al., 2009; Petty and Cacioppo, 1986; Sussman and Siegal, 2003) .
Argument quality is defined as the persuasive strength of arguments in the eWOM reviews (Bhattacherjee and Sanford, 2006) . In the present study, argument quality manifest influences on eWOM's review timeliness, review accuracy, review comprehensiveness, argument strength, review relevance, review framing, recommendation sidedness and confirmation of prior belief (see defining the measures of the constructs section for more details). Based on past literature which adopted the integrated models, the quality of argument (information) is evaluated in terms of the information content, accuracy, format, and timeliness (McKinney et al., 2002) . Credibility in this study is defined as the extent to which travelers perceive the eWOM as being believable and truthful (Tormala and Petty, 2004; Cheung et al., 2009 ). Consistent with previous eWOM studies, the assessment of credibility in this research is based on the eWOM review content, rather than on the trust of a person or the travel company (Cheung et al., 2009; Xie and Boush, 2011) .
Credibility of eWOM has long been an interest of persuasion research, and reviews with high credibility are often found to be more persuasive than those with low credibility (Petty and Wegener, 1998; Tormala and Petty, 2004; Lin and Xu, 2017) . Existing literature mainly focuses on expertise and trustworthiness of information source. Some scholars used source credibility to measure information source's expertise and trustworthiness. However, in an online environment, where social cues such as gender, age, social and professional status are not rich, it is difficult to determine the information source's expertise, trustworthiness. Therefore, new constructs may be in need to measure the source credibility. Perceived credibility of eWOM in this study manifest influences on the reviews' source credibility, source expertise, source trustworthiness, review consistency and ratings of the review. The constructs for these studies are adopted from existing studies such as those from Cheung et al. (2009) .
As discussed in the earlier section on TAM, researchers have in the past extended TAM in order to better understanding consumers' decisions in their adoption of information systems. One piece of research that has integrated TAM with the ELM is the Information Adoption Model by Sussman and Siegal (2003) . Sussman and Siegal (2003) in their information adoption model, argued that an individual's adoption of information based on TAM would be the extent to which they believe the information is useful. By integrating TAM with the ELM, it is suggested that the argument quality and credibility of a message will be an important antecedent of usefulness (Sussman and Siegal, 2003) . The discussions above help us to establish the connections between the argument quality and credibility of eWOM and usefulness of the eWOM review. These relationships are examined in a tourism context (e.g. travel planning decision) in this research. Using the information adoption model, we develop the following hypotheses:
H3: eWOM argument quality is positively associated with perceived usefulness of eWOM.
H4: eWOM credibility is positively associated with perceived usefulness of eWOM.
Information adoption and Intention to use eWOM for Travel Planning
Although travelers, when viewing eWOM, may decide to adopt eWOM information, little is known as to whether they will then plan their travels based on the eWOM information. Essentially, little is known from existing literature on the connections between eWOM information adoption and using the information in travel planning. As a result, it is possible that travelers, when viewing eWOM, agree with the reviews from the system. However, will they then really follow the reviews and book or plan their travel destinations based on this information? Zhang et al. (2014) and Cheung and Thadani (2012) in their review of existing studies on eWOM stated that the purchasing intentions (similar to use of eWOM for travel planning in the context of this study) and eWOM adoption are two of the most popular response variables. However, they found that the interrelationships between these variables had not been fully studied. Accordingly, we propose that travelers do indeed translate the adoption of eWOM into tangible action, which means that they use eWOM in their travel planning, and propose the following hypothesis:
Information Adoption is positively associated with Intention to use eWOM for travel planning.
Based on the discussions above, Figure 1 shows the research model proposed for this study.
<Figure 1 Research Model>
Defining the measures of the Constructs
Argument Quality
There are several measurements of the quality of an argument in an eWOM review. Based on a review of existing literature, this research developed its measurement items for argument quality based on eight constructs and 23 items, e.g. an eWOM's review timeliness, review accuracy, review comprehensiveness, argument strength, review relevance, review framing, review sidedness and confirmation of prior belief. All measurement items used in this study are adopted from previous literature (e.g. Chong and Ngai, 2013; Cheung and Thadani, 2012; Cheung et al., 2009; Sussman and Siegal, 2003; Cheung et al., 2008) .
Review timeliness refers to whether the reviews on eWOM are current. With the Internet, the reviews on eWOM could have been conducted months or even years ago. Therefore, as a traveler, they are more likely to believe in the review's argument quality if these reviews are up to date. Review accuracy is defined as to whether the review contents in the eWOM are reliable. It is also the travelers' perceptions as to whether the eWOM reviews are correct (Chong and Ngai, 2013; Cheung and Thadani, 2012) . The comprehensiveness of the review refers to whether the eWOM reviews are complete (Cheung and Thadani, 2012) . Argument strength in this research is the extent to which the traveler views the arguments in eWOM as convincing or valid in supporting its positions (Chong and Ngai, 2013) . Relevance refers to whether the eWOM reviews are applicable and useful for travelers in their travel planning decisions (Cheung et al., 2008) . Review framing defines the valence of the eWOM reviews (Cheung et al., 2009 ). Thus, a message, depending on whether it is positively framed or negatively framed, may have an influence on the eWOM review's argument strength. Review sidedness refers to whether a message is two-sided (e.g. containing both positive and negative messages). Marketing researchers have found that having only one-sided messages may increase the skepticism of users, while users are more convinced by arguments which contain both positive and negative messages (Belch, 1981) . Lastly, confirmation of prior beliefs is defined as the level of confirmation and disconfirmation between the review information from eWOM and a user's prior beliefs on the products or services (Cheung et al., 2009) . This is also supported in the study by Zhang et al., (2014) , where past experiences of reading reviews and perceptions that formed after visiting the sites was an important element in formulating the online reviews decision-making model.
eWOM credibility
EWOM credibility is a multi-dimensional scale measured by five constructs and 14 items, e.g. the source credibility, source expertise, source trustworthiness, review consistency and review rating. All measurement items are adopted from previous literature (e.g. Chong and Ngai, 2013; Cheung and Thadani, 2012; Cheung et al., 2009; Sussman and Siegal, 2003; Cheung et al., 2008) .
In eWOM, other users, such as administrators, other reviewers or visitors to the eWOM system who can rate the reviews, can determine a reviewer's reputation for credibility (Cheung et al., 2009 ). Similar to Cheung et al. (2009) , this research used the source (reviewer) credibility as a measurement of the credibility of the eWOM. Source expertise in this research is defined as travelers' perceptions of the reviewers' knowledge, competence and authority in the subject matter (Cheung and Thadani, 2012) . Source trustworthiness is defined as the reviewer's motivation to provide truthful information (Chong and Ngai, 2013) . One potential issue faced by eWOM is that reviewers may not be motivated to provide truthful information. For example, a reviewer could be a competitor of a business, thus may leave negative reviews on eWOM. A recent study also found that sometimes users are being asked or even paid to change their reviews from negative to positive comments, such as in the case of the popular Chinese e-commerce website Taobao (Chong and Ngai, 2013) . Given that eWOM has reviews by different reviewers, users may feel that reviews to be more credible if their review comments are consistent. As stated by Cheung et al. (2009) , users are more likely to believe in normative opinions. Lastly, review rating is the ratings given by other readers of the eWOM review. A reviewer's comments can receive good or bad ratings from readers, and those with high ratings will tend to be perceived to be more credible than those with low ratings (Chong and Ngai, 2013) . Davis, 1989; Cheung et al., 2008) . Based on the discussion, the following table depicts the list of items and measurement models.
Perceived Usefulness of eWOM, Perceived Ease of Use of eWOM, eWOM Adoption and Intention to use eWOM for Travel Planning
< Table 1 List of items and measurement models >
Methodology
Methodology and data analysis
A series of statistical procedures and analyses were conducted on the dataset. Due to the complex nature of associations amongst the constructs in Figure 1 , SEM was used.
The observations of each construct manifested by indicators make SEM most suitable. Additionally, SEM also deals with the latent indicators associated with the construct. SEM has become one of the most common statistical analyses for social science studies where multiple regression equations are measured simultaneously (Hallak et al., 2012) . As mentioned, SEM was particularly useful and practical as the multivariate associations amongst the constructs are complex.
In doing so, a two-step approach was used as recommended by Anderson and Gerbing (1988) . First, a Confirmatory Factor Analysis (CFA) was conducted to evaluate the nature of the predefined constructs in the literature. The constructs are depicted in Figure 1 . Then, the structural model analysis will be conducted to test the hypotheses stipulated in the literature.
Sampling frame and data collection
The target population for this research included individuals with Internet access, which take vacation trips on a regular basis. This is consistent with the approach taken by previous research (Ayeh et al., 2013) . Our data were collected from Chinese travelers. An online survey was developed using Kwiksurveys (http://www.kwiksurveys.com).
The survey was developed in English and translated into Chinese language. We pretested the survey with ten university students and two university professors who are familiar with the research topic. We posted the link to the instrument online at WeChat and Weibo, both popular Chinese social media platform, where the link is shared amongst social media users amongst the relevant travel network. The purpose of our research was explained to respondents, and they were then directed to popular Chinese travel websites (e.g. Qunar.com). We asked respondents if they have traveled within the last 12 months preceding the survey, and have used eWOM websites to obtain travel information. We asked them which websites they have used and only those who have used eWOM websites over the last 12 months were selected for this study. Respondents were asked to familiarize themselves with the content and respond to the survey accordingly. In total, 193 usable responses were collected for this study. The sample size was deemed sufficient to perform the necessary statistical procedures like Structural Equation Modeling (SEM) (Yap and Khong, 2006) . Missing values, assumed to be missing at random from these responses were estimated using SPSS AMOS, which provided efficient and consistent estimate means and intercepts (Arbuckle, 2009) . Table 2 summarizes the demographic profiles of our respondents.
< Table 2 Profile of Respondents>
Results and Findings
Model fit -measurement models, second order factors and overall model
The Bagozzi and Foxall (1996) and Hu and Bentler (1999) , the RMSEA should be below 0.08. IFI, TLI and CFI should be above 0.90 while χ 2 /df should be between 1 and 2 (Hair et al., 2010). The goodness of fit measures of the above-mentioned measurement models were well within the necessary thresholds. The summary of the model fitness tests can be shown in Table 3 . Based on the results in Table 3 , the overall model fit was churned with a sample size of 193. The χ 2 p-value and RMSEA were 0.110 and 0.023 indicating that the model fit into the variance-covariance matrix. IFI (0.953), TLI (0.948), CFI (0.950) and χ 2 /df (1.051) were within the thresholds implying that the model had a good fit.
<Table 3: Summary of Results of Goodness of Fit>
Common Method Variance (CMV) was tested on the dataset using Harman's one-factor test (Podsakoff et al., 2003) . The CMV was done via an exploratory factor analysis extracting only one fixed factor. This enabled us to determine the percentage of variance explained by a single factor extracted. Results revealed that the variance explained by that single factor was 24.6% manifested by 57 variables. This result implied that there was no distinct factor and we concluded that CMV was not significant (Hair et al., 2010) . Subsequently reliability, convergent and discriminant validity tests were conducted. Prior to these tests, the Cronbach's Alpha, Composite Reliability (CR) and Average Variance Extracted (AVE) values were presented in Table 4. <Table 4: Summary of results of reliability tests and AVE> Based on Table 4 , Cronbach's Alpha that measures internal consistency in a summated scale was tested on the respective constructs. Results showed that all constructs had Cronbach's Alpha values of 0.7 and above, meeting the threshold of internal consistency (Nunnally, 1978) . The CR results also met the threshold of 0.7 and above indicating high-shared variance of indicators with their respective constructs (Hair et al., 2010) . As the AVE values of each construct were 5.0 and above, convergent validity was present and met (Said, 2011) . Subsequently a discriminant validity test was conducted on each of the constructs using the approach by Fornell and Larcker (1981) . In order to achieve discriminant validity, the square root of the AVE of the constructs must be greater than the correlation coefficient (ϕ) between the respective constructs. A summary of this validity test is shown in Table 5 . For example, the correlation coefficient between Perceived Usefulness of eWOM and Information Adoption was 0.27 while the square roots of AVE of Perceived Usefulness of eWOM and Information Adoption were 0.71 and 0.81 respectively. Since the square roots of AVE of these two constructs were greater than the correlation coefficient, these constructs were considered to have discriminant validity. Based on the results, the highest correlation coefficient amongst the constructs was 0.68 while the lowest square root of AVE was 0.71. Therefore, we concluded that all constructs showed discriminant validity where the variances in the indicators explained the total variance in their respective constructs (Said, 2011) .
<Table 5: Discriminant validity test results>
The next test involved an examination of the multivariate normality of the data. In this test, the full SEM model using Maximum Likelihood estimation (MLE) was performed. Mardia's coefficient suggested that the data is non-normal and bootstrapping was performed on the full model using 200 bootstrap samples (Arbuckle, 2009; Mardia, 1970) . The Bollen-Stine bootstrap p-value was 0.71 indicating that the model has a good fit (Hallak et al., 2012; Arbuckle, 2009 ). Consequently, the bias corrected estimates as a result of the bootstrapping were compared to the regression weights of the full SEM model. Comparisons showed that the two sets of estimates were consistently similar, p-values of associations were also significant and both sets of standard error estimates were rather similar (see Appendix 1). In short, both bootstrap and full SEM models were relatively similar and suggested that the implied covariance of the dataset was similar to the population covariance (Arbuckle, 2009; Hallak et al., 2012) .
SEM results and hypotheses testing
Once the preliminary tests were conducted and results were within acceptable thresholds, SEM was conducted to test the series of hypotheses proposed in the literature. The results of the structural model can be mathematically notated. First, let the general equation of the model be as follows. and Fornell, 2000) Based on the results in equation (2), the series of hypotheses were tested at a significance level of 0.05. <Figure 2: Overview of the SEM results> The summary of results is depicted in Table 6 . Results revealed that all associations amongst constructs were significant. The mediation stipulated in H1b was tested using bootstrapping to assess the extent of mediation of Perceived Usefulness of eWOM on Perceived Ease of Use of eWOM and Information Adoption. Bootstrapping was performed on 2000 bootstrap samples with 95% bias-corrected confidence intervals. The indirect effect between Perceived Ease of Use of eWOM and Information Adoption was significant at 0.047 while the direct effect was 0.235 (non-significant). This bootstrapping mediation test revealed that Perceived Usefulness of eWOM fully mediates the relationship between Perceived Ease of Use of eWOM and Information Adoption. <Table 6: SEM results and hypotheses testing> Figure 2 also shows the loadings from the second order model to the first order model. The results highlight the measurements that have most influence on the perceived argument quality and credibility of eWOM. Argument strength has the strongest influence on the argument quality of eWOM, followed by confirmation of prior belief, review comprehensiveness, review relevance, review accuracy, review timeliness, review sidedness and review framing. For eWOM credibility, the most important influence is from review consistency, followed by source expertise, source trustworthiness, review rating, and source credibility.
We have also conducted multi-group analyses based on gender and the results is depicted in Table 7 . According to the results, there are significant differences between genders when adopting online reviews. The impact of these reviews on the female travel planning decisions is significantly different compared to male travel planning decisions as well. Based on the findings, the female gender is more inclined to adopt online reviews when making travel planning decisions than the male gender. Similarly, another multi-group based on the time spent on online reviews was conducted. Results show similar pattern as there is significant difference. However, users are inclined to adopt online information on their travel-planning decisions regardless of the time spent on online reviews. Further findings also revealed that regardless of gender and time spent on online reviews, the perception of users on the argument quality in online reviews is useful. <Table 7: Multi-group SEM results based on gender >
Discussion and conclusion
Key findings
This research found that review users will adopt the information in eWOM if they find it useful. This is consistent with previous research (Sussman and Siegal, 2003) . This also confirms the application of the TAM and Information Adoption Model in the context of eWOM for travel planning. An important extension to Sussman and Siegal's (2003) model is that our research has incorporated the full TAM model, which includes the perceived ease of use of eWOM, and how perceived ease of use influences information adoption and perceived usefulness of eWOM. Our results also revealed that perceived usefulness of eWOM is able to mediate the relationships of perceived ease of use and the adoption of information. This means that users will find eWOM more useful when they find the application easy to use, and this leads to them being more willing to adopt the information. This is also consistent with previous research results by Ayeh et al., (2013) .
Compared with previous research in tourism, our research contributes a more in-depth evaluation in the usefulness of review contents in eWOM for travel planning. This is considered as an important area of eWOM research (Benbasat and Barki, 2007) . Our results confirmed the Information Adoption Model which states that a message's information adoption is influenced by both the argument quality and credibility of the message. This study however, has extended previous studies by examining the measurements of eWOM argument quality and credibility. In other words, this study examined the influence of the quality of argument and credibility of eWOM. This extended the research conducted by Cheung et al. (2008) . This research model consisted of various factors which influence the adoption of online opinions, but did not measure whether these factors influence the credibility or argument quality of online opinions. By extending Cheung et al. (2008) and Sussman and Siegal's (2003) work, this study demonstrates that argument quality of eWOM is determined by its argument strength, confirmation of prior belief, review comprehensiveness, review relevance, review accuracy, review timeliness, review sidedness and review framing. Our findings also showed that eWOM credibility is determined by its review consistency, source expertise, source trustworthiness, review rating and source credibility.
This study also empirically confirmed the relationship between the adoption of eWOM information and the adoption of eWOM for travel planning. In other words, our results showed that travelers who adopt the information in eWOM will, in turn, use eWOM in their travel planning. This confirms the importance of eWOM, and shows that travelers in general will translate their pre-travel decisions (e.g. when going through eWOM reviews) into actual travel planning. Further findings found that gender and time spent on online reviews present different influences on tourists' acceptance of online reviews in travel decision. This is consistent with the findings in other countries implying that both genders have different experiences in terms of occupation, home-related activities, interests and psychological perspectives (Kinnaird and Hall, 1996) . The female gender as mentioned earlier are more receptive to online reviews when making travel plans compared to the male gender. Additionally, the variance-covariance matrix from female gender fits into the model better than the male gender (See Table 7 ). Both genders concur that perceived ease of use of the website's credibility of the eWOM are likely to make them adopt online information when making travel plans. Further findings also found that the intention to use eWOM for travel planning does not depend on the duration of time spent on online reviews. However, the more time users spend on online reviews, the more likely they will adopt the information for travel decision. Online users will also find that the more they spend on online reviews, the more likely they will find the reviews useful especially when the reviews are credible.
Theoretical implications
This research extended existing eWOM and information system adoption studies and focused on the travel planning context. E-commerce has a major impact on the travel industry and has transformed the travel industry's business models and landscape. Therefore, with the emergence of eWOM, it is important to examine eWOM adoption in the context of travel planning. This research validated the significant roles of eWOM argument quality and credibility in predicting the information usefulness of eWOM. Furthermore, we also validated the significant influence of eWOM information usefulness and ease of use on the adoption of eWOM, and the significant relationships between eWOM information adoption and users' intentions to use eWOM to plan their travels. This research has developed a conceptual model which has been developed from previous theories such as TAM, ELM and information adoption model. As our results showed, all relationships developed in our model are significant. Therefore, this study presented a model that can explain users' decisions in using eWOM in planning their travel.
This research also developed second order measurement constructs of eWOM argument quality and credibility. Although the information adoption model developed by Sussman and Siegal (2003) validated the importance of a message's argument quality and credibility in predicting information usefulness, there is still more research required to know what affects the argument quality and credibility of a message; especially on how age and time spent on online reviews affect users' decisions in using eWOM in planning their travel. This research has therefore extended previous information adoption research by developing and validating the eWOM argument quality and credibility measurements in the context of eWOM in travel planning. Therefore, beyond showing that argument quality and credibility affects information adoption in the context of eWOM, this study identifies the specific aspects of argument quality (e.g. argument strength, confirmation of prior belief, etc.) and credibility (e.g. source expertise, review consistency, etc.) that can be influential on an eWOM's perceived usefulness.
Previous research has not paid a great deal of attention to examining the linkage between travelers' intentions to adopt eWOM and their intentions to use eWOM for their travel planning (Cheung and Thadani, 2012) . This research also presented how the dimensions of gender and time spent on online reviews affect online users' intentions to use eWOM for travel planning. Most research models in the extant literature use either one of the factors as a dependent variable and did not address categorical dimensions which present more robust findings to the extant literature. This research developed a conceptual model that confirms the relationships between the adoption of eWOM information and the intention to use eWOM for travel planning as a result of the information adoption.
Lastly, prior literature from TAM suggests that perceived usefulness can mediate the perceived ease of use of an information system. Our results confirmed this hypothesis and shows that eWOM which is easy to use will be perceived to be more useful to users, and this will in turn result in the use of eWOM for travel planning.
Practical implications
Understanding why travelers adopt eWOM information in their travel planning is important for the survival and growth of travel eWOM. There are many new travel eWOM portals that are being developed and introduced, and our study showed that credibility and argument quality of eWOM will enhance the adoption of eWOM in travel planning, and potentially will also attract repeat visits to eWOM portals. Results from our study confirmed that perceived ease of use and perceived usefulness of eWOM information will influence the adoption of eWOM information. Additionally, gender and time spent on online reviews provide new insights to operators and administrators in their communication strategies. These findings are consistent with previous studies. Therefore, operators and administrators of eWOM can use the findings from this study to focus on how to improve the argument quality and source credibility of eWOM. For example, in order to improve the quality of argument in eWOM, review site administrators can provide guidelines to users on what are considered to be relevant, accurate, valid and convincing arguments. Administrators can also provide some templates or examples of good reviews such as what could be covered in these reviews (e.g. cost of travel, cleanliness of travel location, etc.). These administrators also need to ensure that reviews are updated frequently.
In order to further improve the credibility of the reviews, an eWOM portal can also consider rewarding contributors who have high knowledge of the travel topic as well as those who consistently received high ratings for their reviews. This is because travelers view reviews posted by those with high expertise to be more credible. Similar to e-review sites such as Taobao, administrators can also ensure that in eWOM designs, travelers are able to rate the reviewer or that a reviewer gets an average score for reviews he or she has completed. By doing so, whenever travelers read a review, they will have a clearer idea of whether the reviewer is credible or trustworthy (e.g. based on their average score given by other travelers) (Chong and Ngai, 2013) . Although practitioners will not be able to and should not amend the reviews on eWOM portals, they can improve the usability of eWOM by ensuring that their systems present information effectively to travelers. For example, the system could allow travelers to rate a review's argument strength, consistency, relevance, confirmation with their prior belief and so forth. Therefore, the eWOM will not give a general evaluation score of the overall reviews, but instead, provide ratings for different dimensions of the eWOM reviews. As shown in our findings, all these factors will influence the argument quality and credibility of eWOM. By allowing different ratings on the dimensions of argument quality and credibility, travelers will be able to form their own judgment based on which aspects of the review are most important to them.
Our results also confirmed the importance of eWOM ease of use. As such, eWOM portal designers should consider ensuring that the system is well-designed and userfriendly. The developers of eWOM could also consider presenting summary information that is easy to understand. For example, graphical displays of the ratings (e.g. bar graph) or summarized views can help ensure the information is easy to understand by the users.
Lastly, given that our study confirms the linkage between eWOM information adoption and using eWOM in travel planning, eWOM developers could consider linking travel products and services in their system. For example, in positive eWOM reviews of a particular hotel or place of interest, the system can perhaps display a link where travelers can book or purchase the product or service, which may help convert the eWOM's marketing and promotional efforts into sales.
Limitations and Future Research
There are several limitations to this study. Firstly, the sample for this research is small although it meets the minimum recommendations by Hair et al. (2010) . Future studies should consider collecting additional data to further validate this research model. Secondly, this research is also based on respondents from China, and therefore, further studies are needed to examine if the results can be generalized for other countries. Future studies could also consider if there are cultural differences in travelers' perceptions of eWOM credibility and argument quality. Lastly, our study was not able to incorporate all factors which may be relevant to this study and so further theoretical development may be necessary to develop the conceptual model. Review Framing  The comments in this website stress positive implication of discussed goods and services.  Overall, the comments in this website stress favorable appraisal of discussed goods and services.  Overall, the comments in this website stress favorable appraisal of discussed goods and services.
Appendix 1 -Comparison of bias corrected estimates and regression weights
Review Sidedness

The comments in this website include both pros and cons of targeted goods and services.  The comments in this website include only onesided opinion (positive or negative).
The comments in this website seems bias toward one side (positive or negative).
Confirmation with Prior Belief

The information from review contradicted the knowledge you had before reading it.  The comments in this website support your impression of your targeted goods and services.  The comments in this website reinforced information you had previously known about the targeted traveling goods and services.
eWOM Credibility Source Credibility  Based on the comment rating, I think the reviewers of the comments in this website are reputable.  Based on the comment rating, I think the reviewers of the comments in this website are highly rated by other sites' participants.  Based on the comments rating, I think the reviewers of the comments in this website are good. Note: * denotes non-significant at 0.05 
Source Expertise
